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材，采用内容分析法对 1876年至 2011年 3月世界范围内广告重复研究的基本概
况进行客观的梳理和总结，以期为今后的广告重复理论建构和广告实践活动提供
新的指导意义。 
































   
 





   





    
 






































 This article is critical survey of extant literatures of Advertising Repetition.It 
employs the content-analysis method to  investigate the general picture of  
Advertising Repetition research with the purpose of providing the guidances for 
theories development and Advertising practicing. The fundamental full-text 
literatures from the  ProQuest are provided for this article in order to initate this 
literature review，based on which it extends the publishing date of literature from 
1876 to 2011. 
   Analysis results reveals：Generally speaking，the number of research on the 
Advertising Repetition is on the rise from 1876 to 2011around the world.Theories 
involved in Advertising Repetition research are "Mere-exposure theory","Two-factor 
theory","Dual-way cognitiveresponse model","Advertising expenditure-sale 
model".Main themes for Advertising Repetition are "Effect Of 
Repetition","Advertising Strategies","Receiver Involvement","Receiver Familiarity" , 
"Receiver Pre-attitude" , "Media" , "Advertising product" .Advertising Repetition 
increases the recall of Advertising information and cultivates the brand awareness of 
consumer for brand popularity building,enhances the brand loyalty for product 
selling,acts as signaling of competition for symbolizing the strength of the company 
and the quality of the product advertised. Factors related to Advertising Repetition: 
"Ad.Receiver", "Advertising Repetition","Ad.Products Attribute", "Media in 
Ad.Repetition".Advertising recall、 recognition and Ad.attitude are preferred in 
measuring the Advertising Repetition. 
   Further analysis of the factors related to Advertising Repetition shows：The 
common point of Advertising Repetition research is using the way that,making the 
receiver exposure to Advertising repeatedly,and then measure the effects by receiver’s 
emotion changing scale.The factors related to Advertising Repetition are largely 















frequency and Advertising recall are positively proportional,it means the 
moreadvertising,the higher recall rate will be.If the Advertising is for competing,there 
should be more advertising with repeating the same Advertisement all the time,and it 
otherwise should be less Advertising with the variation of Advertising for consumer 
brand association building.②Ad.Receiver and Advertjsing effects,Less familiarity 
product that Advertised more can enhancing the recall of consumer,and familiar 
product that is Advertised relatively proper can signal the strength of the company and 
the quality of product for enriching the consumer’s positive attitude of 
product.Product of high individual involvement will result in negative response  for 
over-advertised product,while otherwise it will generate high recall and end up with 
boring. Receiver’s pre-attitude that is positive will have a response of positive brand 
attitude while otherwise can have a negative brand attitude.③Ad.Products Attribute 
and Advertising effect,product that is rich in advertising information and hard to 
process will result in high consumer involvement,because of which consumer will be 
forced to learn more about the advertised product while will see the recall in high rate 
for product advertising that is poor in advertising information and relatively easier to 
process.④Media and Advertising effect,rich media that attaches great emphasis in 
motion,color  will have higher recall，and media that is lack of motion ,color will 
have relatively lower recall. 
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